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Abstract.In this article, the possibilities of production and sale of the enterprise, their 

socio-economic, technical and technological aspects, determination of norms of use of labor 

resources, study of competitiveness of goods produced by various enterprises, as well as 

organization of rational sale of their goods are considered. 
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ОРГАНИЗАЦИЯ И ПРИНЦИПЫ МАРКЕТИНГОВОЙ СЛУЖБЫ В УСЛОВИЯХ 

МОДЕРНИЗАЦИИ СТРАНЫ 

Аннотация. В данной статье рассмотрены возможности производства и 

реализации предприятия, их социально-экономические, технико-технологические 

аспекты, определение норм использования трудовых ресурсов, изучение 

конкурентоспособности товаров, выпускаемых различными предприятиями, а также 

организация рациональной реализации своих товаров. 

Ключевые слова: Предприятие, рынок, потребность, труд, ресурс, норматив, 

товар, сбыт. 

 

At the time when the market economy was formed and developed in our country, great 

importance was attached to satisfying the market needs of various production entities, and to the 

production of quality products for the world market. Their economic activity is determined only 

by their competitiveness in the world market, and for this, first of all, it is necessary to know all 

the laws and rules of marketing and organize it correctly. 

Organization of marketing service is a set of material, financial, normative and other 

resources necessary for the implementation of marketing activities, and in the process of its 

implementation, it is to direct, organize and coordinate the activities of all employees towards 

one goal. Economic, technical and other laws are consciously used in this. This activity is a 

complex system that requires a lot of knowledge, enthusiasm and dedicated work from 

marketers. Its complexity lies in the fact that it is constantly developing and changing, it is made 

up of many small systems, specific elements. 

The components of the marketing service organization system consist of the following: 

principles of goals, tasks (functions), organizational structure, methods, techniques and 

technology of organization, personnel, etc. 

The purpose of the marketing organization varies depending on the level of complexity of 

the system. The criteria and purpose of its organizational structure mean the dynamic stability of 

the structural structure of marketing, evolutionary changes and interaction with the external 

environment. It is primarily determined by the goal of marketing. This goal is to manage all 

activities aimed at achieving a defined level of profit in the areas in which marketing operates. 

The organization of marketing is fundamentally different in its characteristics from the 

organization of other areas of the economy. For example, the organizational system of each 

enterprise, transport organization, communication or service organization is an activity aimed 
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only at improving its economic activity, obtaining high profits, benefiting its team members, and 

improving their standard of living. 

The purpose of marketing groups, departments and departments is to manage in the 

interests of the collective of which they are members. However, traditional marketing is an 

activity that is carried out considering three different interests: 

- Due to the fact that they are independent enterprises, first of all, they are a set of 

works to be performed in order to conduct their activities, to improve economic guidelines, as a 

result of which they should receive high profits or organize their activities well; 

- They serve consumers and should act in their best interests. The consumer's 

demand, his desire and desire should be the law for marketing and should be fulfilled. 

- Marketers must be in constant contact with consumers, their desires are always 

changing, and they must organize their activities accordingly and, if necessary, change their 

work methods and methods. 

A pure marketing company serves product suppliers, product manufacturers, and sellers, 

and therefore organizes its business activities in their interests. For this purpose, they study the 

needs of the producers of the goods, analyze the capacity of the market, its niche, opportunities, 

collect information about all the market elements, such as the balance of demand and supply, 

insurance, tax system, etc. 

For this purpose, marketing personnel control the development of the need for goods, the 

in-depth analysis of trends in supply and demand, the creation, design, testing, and introduction 

of each new product that appears on the market. Its origin, source, buyers and producers should 

all be studied. These require not only planning of marketing activities, but also the determination 

of their perspective several years in advance. 

This includes all aspects of the enterprise's production, sales, socio-economic, technical 

and technological aspects. They participate in determining the norms of use of live and 

generalized labor resources, study the competitiveness of goods produced by various enterprises. 

They also organize the rational sale of their goods and at the same time solve the issues of 

material and technical supply: they analyze the economic and technical condition of industry, 

agriculture and other sectors, participate in determining the prospects of the near and far future. 

They organize production operationally from the point of view of marketing, organize labor and 

its remuneration at a high level, etc. 

Marketing is very important. Rational organization of the marketing service and precise 

distribution of its functions among its departments allows effective use of financial, labor and 

material resources and has a great impact on increasing the competitiveness of the company and 

increasing production efficiency. A number of requirements are placed on the organization of 

marketing. One of them is the clear creation of the marketing system, for which the functions 

must be distributed correctly among the structural units within them, as well as among the 

various services. 

When the marketing service is properly structured, there should be no overlap and 

parallelism between separate structural units. In the general system, a certain workplace should 

be allocated for each individual link, and the functions should be clearly established. The 

absence of this condition will only lead to misunderstandings and irresponsibility for work. In 

improving the marketing service, the number of instances between the lower and upper links 

should be reduced as much as possible. As the number of links decreases, marketing issues are 
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solved more simply and operationally, and the path of documents becomes shorter. Marketing 

organization is required to simplify the management apparatus as much as possible. It is solved 

by reducing the number of workers, increasing labor productivity, using computer equipment, 

modern information technologies. 

Simplification and reduction of the personnel apparatus, improvement of marketing 

development, simplification of the accounting book can be solved by more rational organization 

of operative work. The marketing apparatus should be flexible and flexible, able to respond 

quickly to the needs of the times, and able to reflect each new progressive representation. A 

number of factors influence the structure of marketing services. First of all, the organizational 

structure of this firm depends on the network of the national economy (or economic region), the 

volume of production and construction. As the number of consumers who consume goods 

increases, so does the number of suppliers, and labor costs for receiving and processing 

incoming materials increase. 

In small enterprises, for example, there may not be an independent marketing department, 

this task may be performed by several people in another department, and on the contrary, in large 

enterprises (for example, Tashkent Aviation Enterprise and Tashkent Tractor Enterprise), several 

independent departments deal with marketing issues. The structure of marketing services also 

depends on the nature of production. In mass flow production, goods are produced, and materials 

are consumed at a uniform rate and in relatively large quantities. The nomenclature of serially 

produced goods and consumable material resources increases as they decrease in relative 

quantity. 

Operability, flexibility and adaptability of the organizational structures of marketing 

services are provided by the regulation of compensation, obligations, rights of individual 

departments, as well as the long-term marketing strategy of the firm. In the organizational 

structure of marketing services, it is important to ensure the correct and reverse, "opposite" 

communication between the functional services of the general management of the company and 

the marketing services. Generally, the simpler the structure, the fewer the number of 

coordinating and central management services, the stronger the management system and the 

higher the probability of success. . 

Compliance of the structure in the organizational structure with the specification of the 

range of manufactured goods and services; compliance of the organizational structure with the 

size of the sales market return and their characteristics; orientation of the organizational structure 

of the firm to the deepening of market segmentation, application of a differentiated approach to a 

particular group of consumers is taken into account. These will help resolve issues. In order to 

accelerate the sale of goods of such quality and characteristics, services are formed according to 

the resulting consumer groups. Such an organization of management production departments 

envisages the creation of services for target markets. 

The organizational structure of marketing groups or departments is determined and 

derived from the location of the company, firm, organization or enterprise, natural conditions 

and, in general, the regional characteristics of that place. For example, the marketing department 

of a company located in a large industrial center, in an industrial city, should reflect the cultural 

background of the place, the needs of the employees, and the character of the majority of its 

employees. 
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When organizing marketing, it is necessary to follow the same rules, regardless of how it 

is structured. Their set is called a principle. The principle is derived from the Latin word 

"tamoyilium", which means "leader", "idea", the basic principle, that is, the main rule of 

behavior or activity. 

At the current stage of the transition to a market economy, the following principles are 

followed in the organization of marketing: 

- adherence to division of labor; 

- obedience to authority, observance of discipline and order; 

- unity of command, monopoly and collegiality in management; 

- material and moral stimulation of work; 

- compliance with centralization and hierarchy; 

- permanence, unity and uniformity of workers and employees; 

- initiative and fairness (objectivity); 

- scientific basis; 

- economy and efficiency. 

Let's consider each of these principles separately. 

The principle of optimal division of labor within marketing organizations is a situation in 

the organization of marketing. The principle, goal, and purpose of the division of labor in the 

organization of marketing is to increase the volume and quality of production only with primary 

costs. As community members grow, multi-tasking departments begin to emerge instead of 

single-tasking. A worker who always produces a product, a supervisor who always supervises a 

job, feels a sense of confidence and accuracy, which has a positive effect on the quality of the 

manufactured product. We know that quality matters in marketing. Its improvement is one of the 

main achievements for marketing. The division of labor helps reduce the number of objects on 

which attention and effort must be directed. 

The principle of obedience to authority is the right to command and make decisions, and 

the obedience of all to it. According to the statute, people distinguish authority authority and 

personal authority in the chief, these things should be embodied in the chief's intelligence, 

knowledge, experience, and services. The head of the marketing department of the enterprise 

must have these circumstances, otherwise the department may not justify the trust of the 

enterprise. Power cannot be understood without responsibility and accountability. Where there is 

power, there is responsibility. Everyone respects a responsible marketing manager. Such a leader 

is appreciated everywhere. But they do not like responsibility as much as they like power. A 

good leader should have a good understanding of his responsibilities. A marketing manager 

should embody these qualities and characteristics. power, the best guarantee of not abusing the 

act is the personal pride of the leader, a high human feeling. It is necessary to pay attention to 

these qualities when choosing or choosing the head of the marketing department. Only then will 

a positive result be achieved in the organization of marketing. 

The principle of discipline and compliance is the behavior of marketing employees and 

their behavior, outward signs of respect, in accordance with the agreement of the enterprise. 

Discipline is a necessary factor for any job to be done well. No enterprise, department that you 

can develop. Marketing is no exception. If there is a lack of discipline between the head of the 

marketing department and the employees under his command, this deficiency should not be 

sought from the employees, the fault is due to the negligence of the boss. One of the factors that 
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have a positive effect on discipline is agreement (agreement). The most basic agreement should 

be clear and in accordance with the interests of both parties, i.e. the boss and the employees. This 

is a very difficult issue. If the marketing manager can solve this problem, he can make positive 

progress in marketing organization and implementation. 

Observance of order refers to two types of order: material order and social order. 

The rule of material order is as follows: everything has a place, and everything will be in 

its place. In order to fully achieve the goal, it is necessary to place things well, and the chosen 

place must facilitate all operations. 

The rule of social order is as follows: everyone has a clear place and everyone should be 

in their place. This rule must be followed in order for social order to be established in the 

enterprise. The social order again requires that the worker and the place correspond to each 

other. Social order, for example, requires a clear knowledge of marketing resources and social 

deficits, and the correct organization and maintenance of the balance between these means that 

management is very difficult, for example, the larger the volume of work performed by the 

marketing department of an enterprise, the more difficult it is to manage it. As a result, when this 

is violated, the common good is sacrificed for the betterment of private interests. As a result, the 

number of staff will increase, inappropriate personnel may be assigned to responsible jobs, 

which will lead to the deterioration of the enterprise's performance. 

The principle of unity of command is also important in marketing management. If this 

principle is violated, it will damage the reputation of the authority, for example, the marketing 

manager, the director, and it will go out of the way of discipline and order will be broken. This 

has a negative impact on the organization of marketing. According to this principle, when 

organizing marketing, an employee should follow the orders of only one boss. For example, the 

manager of the marketing department has an employee attached, that is, the department manager 

only gives orders to the department employee. The principle of unity in the organization of 

marketing can be explained as follows: a single boss and a program with a single goal. This is a 

necessary condition for good work, but it does not negate the collegiality of solving the problems 

of monopolies. Perhaps it means that issues are resolved collegially and responsibility is 

assigned to a single person. This implies the subjugation of personal opinions to public opinion. 

The meaning of this principle is as follows: the interests of marketing group workers in an 

enterprise should not be prioritized over the interests of the enterprise, the interests of the general 

public should be higher than the interests of individuals and groups of individuals. If an 

employee in the marketing department works only for his own benefit, he will be preventing the 

company from getting a high profit and entering the world market. As a result, the company's 

failure to achieve good results affects the interests of the employees. Alignment of two 

categories of interests is one of the main tasks of marketing organization. For this: This implies 

the subjugation of personal opinions to public opinion. The meaning of this principle is as 

follows: the interests of marketing group workers in an enterprise should not be prioritized over 

the interests of the enterprise, the interests of the general public should be higher than the 

interests of individuals and groups of individuals. If an employee in the marketing department 

works only for his own benefit, he will be preventing the company from getting a high profit and 

entering the world market. As a result, the company's failure to achieve good results affects the 

interests of the employees. Alignment of two categories of interests is one of the main tasks of 

marketing organization. For this: This implies the subjugation of personal opinions to public 
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opinion. The meaning of this principle is as follows: the interests of marketing group workers in 

an enterprise should not be prioritized over the interests of the enterprise, the interests of the 

general public should be higher than the interests of individuals and groups of individuals. If an 

employee in the marketing department works only for his own benefit, he will be preventing the 

company from getting a high profit and entering the world market. As a result, the company's 

failure to achieve good results affects the interests of the employees. Alignment of two 

categories of interests is one of the main tasks of marketing organization. For this: should be 

higher than the interest of the group of individuals. If an employee in the marketing department 

works only for his own benefit, he will be preventing the company from getting a high profit and 

entering the world market. As a result, the company's failure to achieve good results affects the 

interests of the employees. Alignment of two categories of interests is one of the main tasks of 

marketing organization. For this: should be higher than the interest of the group of individuals. If 

an employee in the marketing department works only for his own benefit, he will be preventing 

the company from getting a high profit and entering the world market. As a result, the company's 

failure to achieve good results affects the interests of the employees. Alignment of two 

categories of interests is one of the main tasks of marketing organization. For this: 

- A good example of a boss. 

- Deals as close to reality as possible. 

- There should be strict control. 

The principle of promotion means material and moral awarding of marketing services, 

payment for work done. The award should be realistic and marketing should satisfy the 

employee and the business. The incentive measure depends on the quality of the employee's 

work, knowledge and the form of payment. The way employees are paid is important for the 

success of the work. In practice, there are many solutions to this task, but none of them is 

completely satisfactory. Our task is to develop maximally optimal true types, but this is a very 

difficult problem. Chin should ensure genuine appreciation, encourage action, and not lead to 

out-of-bounds disagreements. Solving these issues is the task of us marketers and economists. 

The principle of centralization and hierarchy may or may not be accepted by some 

leaders, but it certainly works in large or small numbers. It is advisable to combine centralized 

and decentralized methods in the organization and implementation of marketing. Centralized 

tasks should be managed from the point of view of economic interests of the state and from the 

point of view of the interests of producers and consumers. Hierarchy requires that there is a line 

of management from top to bottom in management. Hierarchy "track" is a path through which 

papers go to higher authorities and from there they come down. But this way is not very fast, 

sometimes a piece of paper can move the marketing department of an enterprise very slowly. 

The principle of constancy (importance) and unity of the composition of employees. If a 

worker or an employee is replaced before he can learn a new task, it also destroys the 

opportunity for him to benefit the company. If such changes are made continuously and 

frequently, the task will never be done well and perfectly. Such mistakes are dangerous for any 

businesses, because it takes a lot of time to master and learn the whole task there. 

The initiative increases employee engagement, which has a positive impact on marketing 

management. Bosses, workers' initiative is a great strength and is of great importance to the 

enterprise. It is known mainly in difficult times. A boss who gives initiative to his servants is 
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superior to a boss who fails to do so. This principle is especially important in marketing 

activities, because only an enterprising marketer can achieve success. 

Authenticity is also an important factor in the implementation of marketing activities. A 

marketer cannot deceive his customer, the supplier of goods, otherwise he will face a crisis and 

become discredited. In order for the marketing staff to perform their work thoroughly, faithfully 

and earnestly, they should be treated fairly and truthfully in their incentives and be friendly. 

Marketing staff should be consulted when they demand truth and equity. But he should fulfill 

these requirements without violating any principle, without harming interests in general. For this, 

the head of the marketing department should use all methods. 

The principle of scientific basis of marketing organization is of particular importance. 

Marketing is carried out taking into account the requirements of objective economic laws. 

Therefore, the organization of marketing is carried out on the basis of deep scientific research, 

taking into account all the objective conditions, taking into account the trends in marketing 

activity, its working mechanism and possibilities. In the implementation of marketing, science 

implies an individual approach to each issue and mastery of activity against any template. These 

issues should be considered and resolved on a scientific basis. 

The scientific basis of the activities of marketers makes them customers and suppliers of 

goods into permanent customers, admirers, and allows to establish trust and friendly relations 

between them. 

The principle of efficiency in the organization and implementation of marketing requires 

solving any marketing issues in a short period of time with low costs. Broadening of efficiency 

in marketing activities, organization of rational use of resources, reduction of stock of goods, 

acceleration of circulation of goods, delivering them to the buyer with low costs. This is the main 

content of this principle. 

The basis of this principle is to achieve the correct and optimal structural structure of 

marketing departments and groups, to ensure the appropriateness of capital spending, and to 

correctly determine the direction of technical development. 
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